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ABSTRACT 
Considering the growing presence of non-gaming amenities in a mature casino market such as the Las 
Vegas Strip, this study examined the relationship between entertainment and casino-operated restaurant revenues.  
Using the internal data of a Las Vegas hotel casino, this research found a statistically significant and positive 
relationship between daily show headcounts and restaurant revenues.  This finding seems to imply that customers 
attending shows are likely to patronize restaurants in the casino on the same trip.  The positive relationship between 
entertainment and restaurant business volumes suggests that casino executives should consider leveraging show 
traffic with additional revenue-enhancing venues such as restaurants in order to optimize property cash flows. 
 
Key Words:  Entertainment; casino marketing; casino management; restaurant management; operations analysis; 
showroom operations 
 
INTRODUCTION 
Conventional wisdom suggests that entertainment and food and beverage outlets attract players who would 
otherwise not visit the casino.   However, it is not unusual to discover that these amenities operate at a loss or a 
break-even proposition.  Casino operators competitively offer entertainment under the assumption that additional 
gaming revenues generated by show attendees will offset operating losses produced by the show.  Although 
entertainment in many casinos has been routinely operated at a loss or marginal profits, it appears that this loss-
leader strategy is not as prevalent today especially in a mature market such as the Las Vegas strip.  The variety of 
entertainment choices and resort amenities offered by casinos are becoming a significant source of revenue.  In fact, 
some Las Vegas strip properties reported that non-gaming revenues have surpassed gaming revenues (Stratton, 
2006; Yahoo! Inc., 2005).  
 
Given the growing presence of non-gaming amenities in the gaming industry, it can be assumed that there 
are customers who visit casinos for various non-gaming activities including entertainment, dining, nightlife, and 
shopping.  For instance, customers might have a dinner in a casino-operated restaurant before or after attending a 
show offered by the casino.  Similar to department stores in a shopping mall which draw traffic to the mall thereby 
benefiting other stores in the mall, entertainment can produce spillover traffic onto other amenities in the casino.  
That is, guests enticed by entertainment may also patronize other non-gaming amenities and/or ancillary services on 
the same trip.  If a positive relationship between entertainment and other non-gaming amenities exists, casino 
operators would be wise to build traffic via entertainment not only for casino operations but also for other non-
gaming amenities.  Further, maximizing casino visitors’ cross-amenity patronage and not just an individual 
operation’s profits can help enhance the property’s overall cash flow.  
 
To maximize entertainment’s contribution to the property’s cash flow, it is vital to understand the 
entertainment’s ability to generate spillover effects benefiting other non-gaming operations such as casino-operated 
restaurants.  As a growing number of casinos offer various options for entertainment and dining, research is needed 
that can provide management with strategic insights into the synergistic relationship between entertainment and 
restaurant operations, if any.  However, little is known about entertainment-driven customers’ restaurant revenue 
contributions or their patronage of multiple non-gaming amenities.  Given the paucity of empirical evidence in this 
area of research, an exploratory study was conducted to examine the relationship between entertainment and 
restaurant business volumes.  More specifically, this study quantified the effects of daily show headcounts on the 
revenues of multiple restaurants in a Las Vegas hotel casino.   
 
This study adds valuable empirical evidence of the relationship between entertainment and restaurant 
revenues making important contributions to the literature on the role of entertainment in the casino environment.  
Additionally, the model of estimating the effects of show headcounts on daily restaurant business volumes provides 
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a basis for future model development.   Finally, this work can help casino executives best apply the findings of this 
research to effectively manage entertainment and eventually optimize property cash flows.  
 
LITERATURE REVIEW 
 
Non-Gaming Amenities 
Casinos in a mature and competitive market such as the Las Vegas Strip have incorporated various forms of 
entertainment and resort amenities into casino operations.  Consequently, the importance of non-gaming operations 
as a revenue source for casinos has grown.  By showcasing additional features more than gaming, casinos now 
attempt to appeal to a broader range of customers than just their primary gambling target market.  A recent survey of 
Las Vegas visitors’ gaming behavior conducted by the Las Vegas Convention and Visitors Authority (LVCVA) 
revealed non-gaming activities as being a primary reason for visiting Las Vegas.  According to the survey, 42% of 
visitors said that their main intention in Las Vegas was vacation or pleasure whereas 11% said gambling (LVCVA, 
2008a).  The LVCVA study further segmented Las Vegas visitors into four groups based on surveyed behaviors and 
attitudes (LVCVA, 2008b).  The four groups were convention visitors (11%), package purchasers (13%), general 
tourists (58%), and casino guests (18%).  Of four visitor segments, package purchasers who came to Las Vegas on a 
hotel/transportation or hotel/amenities package deals, or as part of a group tour were the most likely to engage in 
non-gaming activities such as shopping, shows and sightseeing.  For them, seeing the resort properties and attending 
shows and entertainment were the two most important factors that influenced their decisions to visit Las Vegas.  
Accordingly, the average total spending of package travelers on non-gaming activities during their visit to Las 
Vegas was significantly higher than those of other travelers.  Additionally, package travelers spent significantly 
more money on food and drink than the other visitors surveyed.  Compared to package purchasers, casino guests 
placed the highest importance on gambling and spent significantly more money on gambling ($1,204.92) than other 
visitors (convention visitors:  $451.90, package purchasers:  $398.16, and general tourists:  $377.66).  As expected, 
they spent the least amount of money on shopping, shows and sightseeing.   
 
Findings from the LVCVA surveys appear to imply a different need and priority for casino experiences 
between entertainment-oriented and gaming-oriented customers.  In fact, entertainment was found to be of relatively 
low importance for casino patrons in Pfaffenberg and Costello (2001) which surveyed casino patrons of Indian and 
riverboat casinos in the U.S. on their casino experiences.  Shoemaker and Zemke (2005) also found similar results 
when they asked Las Vegas residents to rate the importance of various attributes in selecting a casino.  In their 
study, entertainment was one of the lowest scoring attributes.  On the contrary, Dandurand and Ralenkotter (1985) 
found that entertainment-prone visitors to Las Vegas tended to assign more time and higher importance to their 
entertainment activities and were likely to spend more money on food and beverage per day than other visitors. 
Lucas and Kilby (2008) noted an emerging “epicurean” customer segment in the mature market such as the Las 
Vegas strip.  This segment was described as non-gaming oriented seeking activities such as dining, shopping, and 
shows.  For them, gaming is not as important as the casino’s non-gaming amenities and attractions.  According to 
Lucas and Kilby, casino executives of some Las Vegas hotel resorts are considering creating non-gaming host 
positions responsible for providing non-gaming related customer services.   
 
Marketing Literature 
Similar to entertainment in the casino, entertainment offerings in shopping malls such as movie theaters, 
video arcades, special events and exhibits (i.e., fashion shows) are believed to enhance traffic to malls (Shim & 
Eastlick, 1998; Sit, Merrilees, & Birch, 2003).  These entertainment offerings provide excitement and pleasure, 
helping extend shoppers’ stay and thereby increasing the overall sales of the shopping mall (Shim & Eastlick; Sit et 
al.).  Given the similar roles of entertainment between the gaming and retail industries, two studies concerning the 
effectiveness of shopping mall entertainment were reviewed.   
 
Parsons (2003) examined the effectiveness of shopping mall promotions in increasing the likelihood of 
consumers’ shopping mall visits and spending at the mall.  Parsons conducted a mall intercept survey across three 
regional shopping malls in New Zealand.  The survey results indicated that entertainment-based promotions such as 
stage shows and exhibits were effective in increasing shopping mall visits but were not sufficient to increase 
spending.  Price promotion was more likely to increase shoppers’ spending.   
 
Sit et al. (2003) examined the contribution of entertainment to the shopping center’s image along with 
various attributes of the shopping center image such as merchandising, accessibility, service, security, food and 2
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entertainment.  Using focus group discussions and 
centers for various purposes including movies, video arcades, dining and socializing with friends or family.  
(2003) further identified six distinct customer segments
Of six segments, two segments were characterized as entertainment
and “service shoppers.”   The “entertainment 
segment perceived shopping centers as place
watching.  The “service shoppers” segment 
entertainment features such as fashion shows and bridal fair
However, the study did not address whether entertainment
“entertainment shoppers” were found to be mostly single teenage males with low annual incomes.  
 
Real Estate Literature 
Several researchers have addressed the presence of 
shopping mall draw consumers to the mall and non
traffic that anchor stores generate (Brueckner
2005).  According to Brueckner, externality occurs when shoppers patronize multiple stores in 
during their shopping trips.  One example of a large externality is a department store which draws traffic to 
shopping center by offering a variety of goods that are on many 
externality theory is primarily relevant to the retail ind
entertainment in the casino is commonly 
store externality was reviewed.  
 
Brueckner (1993) constructed models of shopping 
externality is a function of the amount of space allocated to different stores, when all else is held equal
assumption, Brueckner argued that developers should 
shopping center profits.  For this, more space should be allocated to stores with a strong externality
Brueckner noted that anchor stores in general occupy a large amount of shopping center sp
stores because of the anchor stores’ spillover effects on non
empirical support for the presence of positive externalities generated by anchor stores using the data of retail 
contracts for more than 2,500 stores in over 35 large malls in the U.S.  Additionally, Eppli and Shilling (1995) 
argued that increases in the cross-patronage effects would raise developer profits, thereby offering greater 
development opportunities of large-scale 
studies raises concerns for casino entertainment’s 
 
Theoretical Model 
A theoretical model was advanced to 
casino-operated restaurant revenues (Figure 1). 
 
Figure 1. Theoretical model of influences on aggregate daily food revenues
In the proposed model, Aggregate Daily Food Revenue was a dependent variable representing 
of daily food revenues from multiple restaurants outlets within the subject hotel casino.  Daily restaurant revenue 
was expressed in dollars. The model contained the key variable, show headcount (SH), two temporal variables (day 
of the week and holiday) and finally the special event variable.  The SH variable indicated the total number of 
people who attended a show each day during the sample period.  Variables representing special events, major 
holidays, and different days of the week were inc
revenues.  
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The proposed model was formulated based on the review of literature that is relevant to business 
forecasting.  Researchers have introduced various forecasting models to predict restaurant sales using historical sales 
data (i.e., Andrew & Cranage, 1992; Cranage, 2003; Davis & Berger, 1988/1989; Forst, 1992).  For example, Forst 
(1992) applied multiple regression and time series (Box-Jenkins) models to estimate the weekly sales of a small 
campus restaurant using the two years of data.  The results of the study indicated that a multiple regression model 
with two predictor variables yielded more accurate forecasts than a time-series approach.  The two predictors in the 
regression model were an indicator variable representing whether the campus was in full session or not in any given 
week (i.e., no session during the Christmas break) and the variable representing the previous week’s restaurant sales.  
Other researchers (Andrew & Cranage, 1992; Cranage, 2003) argued that time-series models could be better suited 
for capturing patterns that are frequently observed in most sales data.   
The theoretical model contained some of the variables known to impact business volume.  Previous studies 
associated with restaurant sales predictions provided the theoretical and empirical support for the effects of different 
days of the week and holidays (i.e., Cranage, 2003; Davis & Berger, 1988/1989).  These studies noted that restaurant 
sales can vary depending on the day of the week.  In the retail field, a significant body of literature associated with 
business volume prediction found increases in sales and/or store traffic during major holidays (i.e., Lam, 
Vandenbosch, Hulland & Pearce, 2001; Walters & MacKenzie, 1988; Walters & Rinne, 1986).  Studies designed to 
predict casino gaming volumes provide additional evidence on the importance of the day-of-the-week variable as a 
strong predictor of daily gaming volumes (i.e., Lucas, 2004; Lucas & Bowen, 2002; Lucas & Brewer, 2001; Lucas 
& Santos, 2003).  To these ends, variables representing different days of the week and holidays were included in the 
model to capture any related patterns of restaurant business volume.   
The variable depicting special events was derived from models relevant to gaming volume prediction 
(Lucas, 2003).  For example, casinos commonly offer fights and concerts in hopes of attracting customers with 
varied gaming interests thereby increasing gaming revenues (Christiansen & Brinkerhoff-Jacobs, 1995; Kilby, Fox 
& Lucas, 2004; Lucas & Kilby, 2008).  In fact, Lucas (2003) indicated a positive and statistically significant impact 
of special events on blackjack business volumes (cash drop).  Hence, the special event variable, indicating the 
presence or absence of a special event was included to account for the possible impact of those events on restaurant 
business volumes.  Due to data limitations, other sources which could possibly influence daily restaurant volumes 
such as hotel occupancy and marketing activities were omitted in the model.  For example, restaurant revenues and 
hotel occupancy may be correlated as increased hotel occupancy can cause concomitant increases in restaurant 
revenues.  Despite the lack of hotel occupancy data, day-of-the-week variables are likely to account for the effect of 
hotel occupancy on daily food revenues as hotel occupancy generally rises over the weekend and declines during the 
middle of the week.   
 
Hypotheses 
The following hypotheses were advanced to test the effect of show headcounts on aggregate daily 
restaurant revenues.  SH represented the daily show headcount.  The first hypothesis stated in null form indicates 
that the regression coefficient of SH will not be significantly greater than zero.  The second alternative hypothesis 
states that the value of the SH coefficient will be significantly greater than zero.  A one-tailed hypothesis test was 
conducted at the .05 alpha level. 
 H0: BSH ≤ 0 
 Ha: BSH > 0 
 
METHODOLOGY 
 
Data Sources and Method 
The hotel casino examined in the present study was located on the Las Vegas Strip, NV.  The property 
offered over 10 diverse restaurants including a buffet and sit-down restaurants.  The property donated the aggregate 
daily revenue data of these restaurants for the purposes of conducting this study.  Its production show was performed 
in a custom-built showroom with a seating capacity for over 1,000 people.  Most details of the property were 
omitted to protect the property’s anonymity as requested by management. Proprietary data, such as daily food 4
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revenues and show headcounts were collected from the internal records and systems of the property.  The property 
donated internal data for the period of 225 days, ranging from February 18, 2005 to September 30, 2005.  The data 
were subject to periodic internal and external audits.   For analysis, a multiple linear regression analysis was 
conducted to investigate the impact of show headcounts while controlling for the effects of other variables on the 
aggregate daily restaurant business volumes.  The regression model was tested using E-views 3.0 and SPSS 13.0.    
 
RESULTS 
 
Descriptive Statistics 
Table 1 displays descriptive statistics for the variables used in the model.  The mean of the food revenue 
variable (FREVENUE) was $330,848.76, indicating the average daily revenue generated by the restaurants in the 
subject property.  The mean of the show headcount variable (SH) was 2,105, indicating the average number of show 
attendees per day.  In Tables 1 and 3, IND and LAB represented Independence Day and Labor Day, respectively.  
SPAT denoted St. Patrick’s Day.  SPEVENT represented special events offered by the subject property during the 
sample period. 
 
Table 1 
Descriptive Statistics (N = 226) 
 M SD fa 
FREVENUE  $330,848.76   $86,564.33  -- 
SH       2,105.30        1,724.32  -- 
SUN -- -- 32 
TUE -- -- 32 
WED -- -- 32 
THU -- -- 33 
FRI -- -- 33 
SAT -- -- 32 
SPAT -- -- 4 
IND -- -- 2 
LAB -- -- 1 
SPEVENT -- -- 24 
Note.  a Frequency of observations where the binary variable was assigned a value of 1. 
 
Table 2 shows the correlation matrix for the continuous variables used in the regression.  As shown, there is 
a positive and significant bivariate correlation between SH and FREVENUE.  A time-trend variable (TREND) was 
included in the model to pick up any linear trend over time that is not being captured by other variables in the model.  
The trend variable increased one unit for each day. 
Table 2 
Intercorrelations between Model Variables (N = 226) 
 SH FREVENUE TREND 
SH --   
FREVENUE 0.548** --  
TREND 0.028 -0.128 -- 
Note.  ** p < .01, 2-tailed.   
 
Multiple Regression Results 
Table 3 shows the result of multiple regression analysis.  The adjusted R2 indicated that approximately 89% 
of the variance in FREVENUE was explained by the model.  The model F statistic of 151.55 was statistically 
significant (df = 213, 12, p < .0001).  The coefficient estimate of SH was statistically significant (p <.001) exerting a 
positive effect on FREVENUE.  For each additional show headcount, daily food revenue increased $13.47 (t = 9.84, 
df = 213, p < .0001, one tailed).   5
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 Table 3 
Summary of Multiple Regression Analysis for Variables Predicting Daily Food Revenue (N = 226)  
 Variable [VIFa] B  SE B 
Constant    267,558.30   ***     11,773.79  
SH [1.43]             13.47  ***               1.37  
MON [1.35]        5,433.11   ns       5,502.09  
THU [1.39]      19,733.00   ***       5,443.41  
FRI [1.43]      96,114.99   ***       7,057.09  
SAT [1.70]    163,585.60   ***       7,789.42  
SUN [1.39]      41,340.15   ***       6,805.79  
SPAT [1.05]      56,366.40   ***     22,019.18  
INDAY [1.05]      74,522.55   ***     23,727.67  
LABDAY [1.09]      54,982.27   **     26,030.50  
SPEVNT [1.35]      63,316.03   ***       7,292.50  
TREND [1.04]         (176.71) **           83.38 
AR(1)b              0.64 ***             0.05 
a
 denotes variance inflation factor. 
b
 represents the first-order autoregressive term. 
*** p < .01, one-tailed. ** p < .05, one tailed. 
* p < .10, one-tailed. n/s: p > .10, one tailed. 
 
 
DISCUSSION 
 
Spillovers 
The results of this study indicated a positive and significant relationship between daily show headcounts 
and restaurant revenues, offering support for the alternate hypothesis.  This finding suggests the indications of the 
cross-amenity patronage between the casino showroom and restaurants, providing theoretical support for the 
findings of Gould et al. (2005).  Gould et al. reported the positive externalities of anchor stores in the mall using the 
data of retail contracts for large shopping malls in the U.S.  Similar to anchor stores, the showroom examined in the 
present study appeared to generate spillover traffic to the restaurants within the casino.  Given the positive 
relationship between entertainment and restaurant revenue, casino managers should be able to further leverage show 
traffic in an effort to increase the sale of food and beverage.  For example, offering a promotional coupon on the 
back of the show tickets, redeemable for desserts or drinks from the casino’s restaurants may help drive additional 
show traffic to restaurants before or after the show.  As implied by Eppli and Shilling (1995) in their work on 
shopping center development, the increased cross-patronage effects among casino amenities can contribute to 
increasing overall property profits.   
 
New Customer Segment 
Despite coming from a different industry, the findings of this study seem to provide theoretical support to 
the results of Sit et al. (2003) which identified entertainment-seeking consumer segments which perceived shopping 
centers as places for entertainment, dining and socializing with friends or family.  In the gaming literature, Lucas 
and Kilby (2008) noted a growing number of “epicurean” customers whose primary purpose for visiting casinos are 
for non-gaming activities.  Similar to entertainment-oriented shoppers and “epicurean” casino customers, the results 
of this study seem to indicate the possible presence of a customer segment consisting of individuals visiting casinos 
with multiple patronage intentions such as entertainment and dining.  This seems plausible as some customers would 
try to economize their time by utilizing different amenities or services during the same trip. 
 
Additionally, the cross-amenity patronage between entertainment and restaurants is likely a reflection of 
the mega-casino resort development trend in addition to the changing interests and expectations of casino guests.  
Casinos in mature markets such as the Las Vegas Strip are attempting to enhance their revenues by attracting more 
traffic to their properties by offering various leisure, dining and entertainment options.  Given the growing presence 
of non-gaming operations, efforts to encourage multiple-outlet patronage should help increase overall spending per 
guest per trip.  6
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 Amenity Mix  
The findings of this study emphasize the importance of careful selection and consideration of the amenity 
mix.  Although the show examined in the current study appeared to generate positive spillovers for casino-operated 
restaurants, other casino amenities may not have the same kind of impact.  As the ability to generate spillovers is 
likely to differ by amenity, each amenity’s projected externality should be considered in selecting/replacing an 
amenity.  Although the direct profit contributions of any particular amenity might be more of a concern for casino 
executives than indirect profit contributions, externality generating abilities of casino amenities deserves more 
attention from casino operators for the best use of casino space and the optimization of property cash flow.   
 
Limitations 
Multiple regression analysis presents a limitation for determining a causal relationship.  Hence, the positive 
relationship between entertainment and restaurant revenues observed in this study does not imply any causal 
relationship.  Additionally, a single source of data limits the generalization of this study’s results as results can vary 
by casino, market and competitive condition.   
 
Future research 
This study was the first attempt to analyze the relationship between entertainment and restaurant revenues 
in the casino environment.  Clearly, there is a need for continued research in this area.  Interviewing or surveying 
show attendees as to their motives and the benefits they seek while patronizing casinos along with their multiple 
patronage intentions can help casino executives better understand customers’ entertainment-related needs and 
expectations.  Additionally, the economic impact of spillovers demands further theoretical and empirical work.  
Finally, the model and method introduced in this study can be applied to examine the complementary relationship 
between other casino amenities such as retail shops and restaurants.  As more and more casinos offer a variety of 
non-gaming amenities, an examination of the synergistic relationship between the different types of casino amenities 
would be meaningful.  Such research will help casino executives maximize the benefits of traffic flow from a 
particular amenity and ultimately optimize overall property profits.   
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